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Abstract

It is usually believed that one of the most important aspects for mar-
keters is to decide how to evaluate the effects of marketing communica-
tion. It seems common that the researches on evaluating the effects of
marketing communication can be classified into the ones of the effective-
ness of marketing communication, psychological effects of marketing
communication and behavioral effects of marketing communication (Li,
2006) . Based on the past researches, one can easily find that it is quite
often for researchers to pay their attentions to the researches on the effec-
tiveness and behavioral effects of marketing communication, but quite
limited on psychological effects of marketing communication. For a better
marketing communication by enterprise, it seems, therefore, quite neces-
sary and important for researchers to have a deeper studying psychological
effects of marketing communication.

In literature, it looks that the research on psychological effects of

marketing communication can be traced back to Olson’ s research in
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1972, who used predictive value of a cue(PV)and confidence value of a
cue(CV) to evaluate the validity of a cue. In the light of Olson’ s re-
search, when consumers have both high information processing ability
and motivation, they are inclined to use the cue with high PV and high
CV to perceive a product. It can probably be a close relative to Olson’s
cue theory that Petty and Cacioppo advanced Elaboration Likelihood
Model(ELM )in social psychology in 1982. When applying ELM model to
evaluating the effects of marketing communications(e. g. Liebermann and
Flint — Goor, 1996 ; Areni, 2003) , it is usually believed that when con-
sumers have high information processing ability and motivation, they will
tend to use arguments about a product to evaluate the product, but when
consumers are in low information processing ability and motivation, they
will be inclined to choose cues to judge the product. The past researches
have devoted a lot for marketers to have a better understanding of the cue
utilization in evaluating psychological effects of marketing communica-
tion, but it seems that researchers need to explore more.

Some issues,such as the meaning of a cue in nature from the angle of
cognitive psychology and the way to evaluate the psychological effects of
marketing communication through evaluating consumers’ cue utilization,
are raised again with the recent development on knowledge representation
in cognitive psychology (e. g. Gao, et al,2000) and on information pro-
cessing motivation(e. g. Chen, Shechter and Chaiken,1996)in social psy-
chology . Based on the reasons mentioned above, this paper studies the way
to evaluate the psychological effects of marketing communication in the
light with consumers’ cue utilization on credence goods.

On the basis of the normative research and empirical research used in
this paper, four conclusions are drawn as follows:

Firstly, from the angle of consumers’ product knowledge representa-
tion, product image created by marketing communication must be in fact

existed in the forms of declarative representation,procedural representa-
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tion or schema representation.

Secondly, it is probably a recommendable way to evaluate the psy-
chological effects of marketing communication through using cue validity
as a judgment to decide whether certain product image is positive or nega-
tive.

Thirdly,information processing ability and motivation as a prerequi-
site is determinant to influence the way of consumers’ processing informa-
tion, which is in turn influencing the way of cue evaluation used in judg-
ing the psychological effects of marketing communication.

Fourthly, when consumers are in a state of low information process-
ing ability and information processing motivation(i. e. credence goods),
consumers tend to use cues to evaluate a product either in a rational , con-
scious way or in a irrational,, subconscious way. As a result of the fourth
argument, the evaluation of consumers’ cue utilization used in judging the
psychological effects of marketing communication should also be consid-
ered as either in a rational, conscious way or in a irrational, subconscious
way.

After a careful searching for the frontier researches on marketing
communication in the past two decades, this paper has tried to innovative-
ly explore some aspects of evaluating psychological effects of marketing
communications as follows:

_ (i ) From the marketing communication literature in the past
decades, this paper seems to be the first one that systematically sums up
the relevant researches on product image as well as deduces that product
image means different product knowledge representation in consumers’
mind. And further, this paper points out that product knowledge repre-
sentation exists in the forms of declarative, procedural or schema repre-
sentation.

One can easily noticed many researches on product image in Chinese

marketing literature. Theses researches usually focus on how consumers
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judge a product or what attitudes consumers usually hold toward a prod-
uct, but few studies has dealt with what a product image really means in
consumers’ mind in nature. In accordance with the relevant researches on
product image about product proposition representation (e. g. Hutchinson
and Meyer, 1994 ; Nedungadi, 1990 ; Cowley and Mitchell,2003 ; Chapman
and Aylesworth, 1999 ), product schema representation (e. g. Neisser,
1987;Rosa and Porac,2002) , product information integration theory (e.
g.Alba, et al, 1999 ; Karlsson,2004)in marketing literature, this research
believes that a definition of product image, which puts it basis on product
knowledge representation, can promote researchers to firmly grasp the
key meaning of product image,as well as provide researchers with a theo-
retical basis for better evaluating psychological effects of marketing com-
munication.

( ii )By borrowing the cue definition in Biology, this research seems
to be the first that define the cue in marketing communication as the typ-
ical attributes used by consumers to distinguish one type of product
knowledge representation from another.

Although cues are believed as a basis for consumers to use to form
product image ( Dawar and Parker, 1994; Olson, 1972), fewer systematic
researches has been contributed to studying cue meaning in marketing
communication from the angle of knowledge representation. A Cue is usu-
ally explained as a stimulus, an evidence or suggestion for solving a prob-
lem,a signal to prompt another event in a performance,a kind of informa-
tion,and so on. If one skips the above different explanations about a cue,
he or she will at once notice that none of the above explanations has an-
swered, “What is a cue in consumers’ mind?”

By borrowing the definition given by Berrety (1997) in Biology, cue
theory by Maynard Smith and Harper(2003) ,and the research on knowl-
edge representation by Anderson(1983)in Cognitive Psychology, this re-
search define a cue as the typical attributes used by consumers to distin-

<X -



EER R EHERLERR NIRRT AR

guish one type of product knowledge representation from another. This
research holds that this new definition about a cue is in line with the ex-
planation on three stages of memory process, which usually believes that a
memory process includes encode, reserve,and arouse. As a result of above
explanations, this research believes the new definition about a cue will
make marketers have a better understanding of the importance of cue uti-
lization in consumers’ judgment of a product, in arousing a remembered
product in consumers’ mind,and in creating product image by marketing
communication.

According to Brunswik’ s Lens Model (Wolf, 2005) in Psychology
and the Pseudo Environment by Walter Lippman in communication (Li
Bin,1993), this research holds that there are two Pseudo Environments
in the world of marketing communication. One is created by product mes-
sage senders of marketing communications, the other is built by product
message receivers( consumers) of marketing communication. In most cas-
es,if consumers want to know the real aspects of a product, they have to
see through the Pseudo Environment built not only by themselves but also
by message senders of marketing communications. On the contrary, if
message senders of marketing communications want to discern the real as-
pects of consumers of a product, they have to see through the Pseudo En-
vironment built not only by themselves but also by consumers. This re-
search believes that the viewpoint of two Pseudo Environment also
matches the theory of Marketplace Metacognition and Social Intelligence
by Wright (2002 ). This research hopes that the viewpoint of the two
Pseudo Environment will contribute to a deeper understanding of the re-
lationships among consumers’ information processing ability , motivation
and ways,and also will promote a better marketing communication.

(il ) After implementing an empirical study, this research first pro-
poses that under consumers’ defense motivation, there may existed two

ways to evaluate the psychological effects of marketing communication.
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Firstly, When the predictive value of a cue(PV)is relatively high in
optional cues, this research believes the cues used in evaluating the psy-
chological effects of marketing communication involves not only the cues
with both high predictive value of a cue(PV)and high confidence value of
a cue(CV) suggested by Olson(1972), but also the cues with only high
PV, only high CV,high PV but low CV,or low PV but high CV.

Secondly, When the predictive value of a cue(PV)is relatively low in
optional cues, this research holds that the cues used in evaluating the psy-
chological effects of marketing communication are decided probably not
by PV and CV,but by “familiarity” criterion, that is, by familiarity a con-
sumer with a product. It seems that the former criterion is concerned
with consumers’ rational, conscious information processing situation, but
the latter criterion is linked to irrational, subconscious information pro-
cessing situation.

(iv )By using both the normative research and empirical research in
this paper, this research expounds the relationships among marketing
communication of credence goods, product image, and product image
cues. As a result of above discussions, this paper first proposes that valid
marketing communication of credence goods is that it can create expected
product image by creating valuable cues, which consumers tend to use to
judge the product. Because any products have credence attributes at any
enterprises, this paper strongly believes that the above arguments on valid
marketing communications can contribute to implementing of a better
marketing communication for any enterprises.

The above four innovative aspects are the main contributions of this
research,and also are the research conclusions drawn from the research
project “A Research on Building Product Image Based on Cue Theory”,
which is sponsored by National Natural Science Foundation of China,ap-
proval number: 70372063. In additional to the four contributions to the

researches of marketing communication mentioned above, this research al-
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so contributes some new to studying at defense motivation existed in the
information processing of credence goods, the types of cues used by con-
sumers of credence goods, and measuring techniques used in judging cue

validity,and so on.

Keywords: Cue; marketing communication; effects of communica-

tion;information processing motivation ; evaluation technique
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